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Abstract. Service recovery research has traditionally been firm-centric, focusing primarily
on the time and effort expended by firms in addressing service failures. The subsequent
shift to a customer-centric orientation addressed the customer’s role in recovery situations,
and the recent dyadic orientation has explored the effectiveness of their joint efforts.
However, earlier conceptualizations failed to take adequate account of the complexity of
service recovery encounters in which multiple actors collaborate and integrate resources.
This study explores how multiactor collaborations influence the customer’s experience of
service recovery by adopting a multiactor orientation and by applying service-dominant
logic. After reviewing the customer experience literature, a collaborative recovery expe-
rience framework is developed that emphasizes the joint efforts of multiple actors and
customers to achieve a favorable recovery experience. In a contextualization, the usefulness
of the new framework to explain customer experiences in collaborative service processes is
shown. Finally, further research avenues are proposed.
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Introduction
In today’s service landscape, understanding the cus-
tomer’s experience is a priority for all service-type
organizations (Voorhees et al. 2017). Where that ex-
perience involves a service failure, recovery efforts
exert a major influence on customer behavior. Digi-
talization and mobile technologies make the service
recovery process increasingly complex by giving cus-
tomers and service firms quick and easy access to
multiple actors to resolve problem situations.
On the basis of a literature review, this study iden-
tifies three approaches to service recovery: firm-centric,
customer-centric, and a focus on the joint efforts of
customer and service firm (dyadic orientation). The
firm-centric orientation has traditionally regarded the
customer as passive, referring only to the firm’s re-
sponses in rectifying a service failure (Gro¨nroos 1988).
These studies typically analyze how a firm can co-
ordinate its resources for service recovery in a way
that makes the customer feel that he or she has
been fairly treated (Gelbrich and Roschk 2011). The
more recent customer-centric orientation assigns the cus-
tomer a more active role and explores how direct
involvement in the process influences his or her eval-
uation of service recovery (e.g., Dong et al. 2008). Most
recently, the dyadic orientation focuses on the combined
efforts of customer and service firm (e.g., Roggeveen
et al. 2012, Hazée et al. 2017), encompassing and chal-
lenging the earlier approaches (e.g., Roggeveen et al.
2012, Dong et al. 2016).
Based on the service-dominant (S-D) logic perspective
on service ecosystems (Vargo and Lusch 2011, 2016),
two shortcomings have been identified in existing
approaches to service recovery. First, service recov-
ery research typically focuses on single-actor en-
gagement. Here we argue that a multiactor orienta-
tion is crucial in addressing the inherent complexities
of service recovery encounters (e.g., Edvardsson et al.
2011). Second, these processes are commonly de-
scribed in terms of single-service encounters (Zhang
et al. 2018). However, service recovery does not oc-
cur in isolation but in a dynamic and emergent en-
vironment. Consequently, the multiple actors who
participate in this process collaborate and integrate
resources in multiple encounters that shape the
customer’s experience.
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Because service recovery presents challenges for the
relationship between customer and firm, the customer’s
experience of that process must be taken into account
as part of the recovery effort, and some studies have
addressed the inherent complexity of managing and
shaping these experiences over a series of encounters
(Voorhees et al. 2017). In line with the current cus-
tomer experience literature (Lemon and Verhoef 2016),
it is argued that the involvement of multiple actors in
multiple recovery encounters can have a significant im-
pact on the customer’s experience of service recovery.
Against this backdrop, this study extends the
concept of service recovery to include multiple actors
and multiple encounters in what becomes a collab-
orative experience. Based on marketing discourse in
relation to customer experiences (Lemon and Verhoef,
2016) and in line with recent insights from S-D logic
(Vargo and Lusch 2011, 2016), a collaborative recovery
experience is understood here as the customer’s re-
sponse to the efforts of multiple actors interacting
across multiple encounters in recovering a service
failure. This collaborative framework is used to explore
the dynamic nature of the customer’s experiences in
what is essentially a conflict situation (Voorhees et al.
2014, 2017). The proposed framework broadens the
conceptualization of service recovery and offers a
new way of understanding the customer’s experiences
in such situations.
The rest of this paper is structured as follows. Based
on an overview of the service recovery literature,
different orientations are identified and problemat-
ized. Conceptualization of the customer’s experiences
of collaborative recovery is extended to envision a
multiactor orientation, in which multiple actors inte-
grate their resources (e.g., skills, time, money, effort)
and collaborate to resolve the customer’s problem.
This process is envisioned in terms of three distinct
but connected phases. The paper concludes by identi-
fying managerial implications and articulates a future
research agenda grounded in the proposed conceptual
framework.
Literature Overview: Conceptualizations
and Shortcomings
Identifying Service Recovery Orientations
In four decades of research on service failure, includ-
ing how firms should deal with these failures (Van
Vaerenbergh and Orsingher 2016), different theo-
retical points of departure have assigned different
roles to the customer. As shown in Table 1, the liter-
ature review identified three orientations: firm-centric,
customer-centric, and dyadic. The traditional firm-
centric approach is rooted in the service quality litera-
ture (Bell and Zemke 1987, Kelley and Davis 1994),
focusing on the service firm’s role in the recovery
process, whereas the customer is typically viewed as a
passive recipient. In particular, these studies address
how service firms can orchestrate their resources to
ensure that the service recovery process is as fair as
possible in meeting customer expectations (Boshoff
1999, Gelbrich and Roschk 2011) and in dealing with
the customer’s emotional distress (DeWitt et al. 2008).
By contrast, the customer-centric orientation empha-
sizes the customer’s role in the recovery encounter
and often views the service firm as static (e.g., Dong
et al. 2008). Finally, the dyadic orientation is rooted in
the S-D logic mind-set (Vargo and Lusch 2004, 2008),
in which the firm, the customer, and their networks
play an active role as cocreators of the service recovery
solution (Roggeveen et al. 2012).
The systematic literature review included searches
of the Scopus, Business Source Premier, and Web of
Science databases. Using the keywords “cocreation,”
“customer participation,” “customer engagement,”
and “customer involvement” in combination with
“service recovery,” which limited the search to rele-
vant topics and removed duplications, resulted in a
total of 36 articles. From these 36 articles, a total of 17
were considered relevant for the purpose of this pa-
per. Additionally, to ensure the inclusion of the most
cited service recovery articles, 10 articles using only
“service recovery” as a keyword in Scopus were se-
lected, of which 2 overlapped. In total, 8 articles were
categorized as firm-centric, 5 as customer-centric, and
12 as dyadic. The summary in Table 1 is based on the
emergent categorization.
The Firm-Centric Orientation
Early service recovery research was grounded in the
pioneering work of Gro¨nroos (1988) and Kelley and
Davis (1994) and typically focused on the time and
effort invested by servicefirms to solve the customer’s
problem. To understand how firms could respond to
unfavorable customer experiences, disconfirmation
theory was initially used to determine how customer
expectations related to actual performance (Olshavsky
and Miller 1972, Oliver 1977). In particular, service
recovery researchers spent a long time exploring
how recovery efforts influenced customer satisfaction
(Boshoff 1997, Wallin Andreassen 2000). Cognitive
appraisal theory (Folkman et al. 1986)was alsowidely
used to examine the role of emotions in shaping how
customers experienced service recovery encounters
(e.g., Stephens and Gwinner 1998, DeWitt et al. 2008,
del Rı´o-Lanza et al. 2009).
However, the predominant theoretical approach
to customer perceptions of the fairness of service
recovery procedures, interactions, and outcomes
was justice theory (Maxham and Netemeyer 2002,
McColl-Kennedy and Sparks 2003, Van Vaerenbergh
andOrsingher 2016). BasedonAdams’ (1963, 1965) pio-
neering work on inequity and subsequently on social
Arsenovic, Edvardsson, and Tronvoll: Customer Experience of Collaborative Recovery
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exchange theory, justice theory is a multidimensional
framework for examining the distributive, proce-
dural, and interactive aspects of fairness in this context
(Gelbrich and Roschk 2011). In the service recovery
literature, distributive justice relates to the physical
resources a firm assigns to a customer to rectify a
service failure (Tax et al. 1998), whereas procedural
justice relates to the perceived fairness of the firm’s
procedures and policies—often referred to as “the
means by which the ends are accomplished” (Tax et al.
1998, p. 62). Finally, interactive justice has been de-
fined as “the fairness of the interpersonal treatment
people receive during the enactment of procedures”
(Tax et al. 1998, p. 62). These theories were widely
used to clarify how service firms could coordinate
their resources to shape service recovery encounters
that were perceived as fair, leading on to a broader
view that acknowledges the customer’s role (Johnston
and Michel 2008, Michel et al. 2009).
The Customer-Centric Orientation
As customers became increasingly demanding (Kumar-
Madupalli and Poddar 2014), service recovery re-
searchers moved on from a focus on the firm’s options
for rectifying a service failure to the issue of how the
customer could contribute in service recovery en-
counters understood as situation specific. In this con-
text, service recovery scholars explored how customers
wish to be treated (Dong et al. 2008, Gruber 2011). This
resulted in an increased focus on customers as value
cocreators, and this strand of research emphasized
the customer’s active role in the service recovery
process.
The customer-centric orientation is a response to
increasingly empowered customers who dictate what
they want and expect from their service firms. Com-
monly attributed to Dong et al. (2008), this customer-
centric approach has had a seminal influence on the
evolution of service recovery research that explores
how customers shape service recovery encoun-
ters through activities and interactions. Dong et al.
(2008, p. 128) defined service recovery encounters as
“the degree to which the customer is involved in
taking actions to respond to a service failure.” The
evidence suggests that customers who participate in
recovery encounters are more satisfied with the ser-
vice firms’ efforts and that this has a positive impact
on their intention to be involved if similar situations
arise in the future. This customer-centric approach
most often explored the contribution of customers in
self-service technology contexts (Dong et al. 2008,
Zhu et al. 2013). Although only a few theories (e.g.,
expectancy theory, attribution theory) have been ap-
plied to how customers act to rectify a service failure,
with or without interacting with the service firm (Zhu
et al. 2013), these findings have proved influential forTa
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more than a decade (Balaji et al. 2018), contributing to
developments in the field and highlighting the cus-
tomer’s active role.
The Dyadic Orientation
Recent research has turned its attention to how the
customer and the service firm cocreate service re-
covery to achieve a favorable customer experience. As
in previous research, a number of different theories
have been applied to explore this dyadic relation-
ship and the perceived fairness of the outcome from
the customer’s perspective, including justice the-
ory (Gohary et al. 2016a, b) and attribution theory
(Sugathan et al. 2017). In contrast with the firm- and
customer-oriented approaches, the dyadic orienta-
tion focuses on how the customer and the service firm
cocreate value during the service recovery process
(Roggeveen et al. 2012, Xu et al. 2014b). Gohary et al.
(2016a, b) based their dyadic investigations on the Xu
et al. (2014b, p. 371) conceptualization of corecovery,
which is defined as “a process of creating a solution
through interactions between a service company and
its customers.” Dyadic research explores strategies
that service firms can use to cocreate effective service
recovery encounters (Heidenreich et al. 2015).
As in firm-centric research, the dyadic approach
has drawn on different theoretical frameworks to
examine how customers experience joint service re-
covery efforts. Justice theory has been used to in-
vestigate the perceived fairness of service recovery
outcomes when both the customer and service firm
contribute to the encounter. Gohary et al. (2016a)
found a higher level of satisfaction based on per-
ceived fairness of treatment if the service recov-
ery experience was cocreated. Gohary et al. (2016b)
suggested that customers’ willingness to cocreate
the service recovery encounter is influenced by their
social environment, confirming the importance of
cultural context. The customer participation litera-
ture shows how customers can blame themselves for
a service failure, resulting in a negative experience
(Heidenreich et al. 2015). The next section discusses
the limitations of the firm-centric, customer-centric,
and dyadic approaches as a point of departure for a
new conceptualization of the customer experience of
collaborative recovery.
Limitations of Previous Approaches
It is clear from earlier research that service recovery
can be very complex and that it is not enough to focus
on any single interaction (Bitner et al. 1990); in some
cases, a second or even a third recovery encounter
might be necessary to rectify an unfavorable expe-
rience (Edvardsson et al. 2011). The uniqueness of
service problems means that recovery issues are likely
to be highly diverse (Sivakumar et al. 2014). For this
reason, such encounters are highly complex, dy-
namic, and specific to the customer in question. In
most cases, then, the customer will have to explain
the issue and contribute knowledge and other re-
sources toward identifying the problem and sug-
gesting how he or she would like it to be solved
(Aarikka-Stenroos and Jaakkola 2012, Sampson and
Spring 2012).
Although it is an essential step toward aligning
service recovery research with S-D logic, the dyadic
orientation is narrow and cannot capture the com-
plexities arising when the service recovery process
extends to actors beyond the firm, including cus-
tomers. The contemporary service landscape requires
a broader view, because multiple actors collaborate
in shaping the recovery process and therefore the
customer experience. Dyadic research typically con-
ceptualizes service recovery encounters as single in-
teractions in which the customer and service firm
integrate their resources (Xu et al. 2014a, Dong et al.
2016, Sugathan et al. 2017). However, the concept of
corecovery introduced by Dong et al. (2008) illus-
trated that current theorizing is problematic. Studies
that refer to “corecovery” have most often grounded
the idea in S-D logic (Xu et al. 2014b, Hazée et al.
2017), in which value is cocreated through joint in-
teractions (Vargo and Lusch 2016). Dong et al. (2008)
defined corecovery on the basis of Dabholkar’s (1990)
work on customer participation and Gro¨nroos’ (1988)
early work on service recovery. Because of these
theoretical underpinnings, corecovery is not based on
S-D logic. Instead, Dabholkar (1990) and Gro¨nroos
(1988) align with traditional service quality research,
which is based on goods-dominant logic. In partic-
ular, despite the reference to joint (“co-”) recovery,
this conceptualization is too narrow and customer-
centric.
This use of corecovery as a theoretical concept (e.g.,
Gohary et al. 2016a, b; Xu et al. 2014b) has led to a
misunderstanding: that the customer is the creator of
value rather than a cocreator. This has shifted the
focus from what firms can do to rectify a service
failure to exploring how the customer’s time and
effort can contribute to rectifying the service failure
(Dong et al. 2008, Balaji et al. 2018). In line with the
evolution of S-D logic (Vargo and Lusch 2004, 2008),
Roggeveen et al. (2012, p. 772) extended the concept of
corecovery to propose that value cocreation depends
on the joint efforts of the customer and the service
firm, conceptualized as a process inwhich “customers
help shape or personalize the content of the service
recovery through joint collaboration with the service
provider.”
In recent years, further empirical exploration of the
circumstances in which the customer plays an active
role has driven conceptual development extending
Arsenovic, Edvardsson, and Tronvoll: Customer Experience of Collaborative Recovery
Service Science, 2019, vol. 11, no. 3, pp. 201–212, © 2019 The Author(s) 205
that role to include resource integration (Xu et al.
2014a, Sugathan et al. 2017). In this regard, scholars
have argued the need to accommodate greater com-
plexity, because value cocreation during service re-
covery encounters often extends beyond a single
encounter to a series of interactions and dialogs in
seeking to identify and resolve the customer’s con-
cerns (Park and Ha 2016). In other words, existing
service recovery research is too narrow in focus and
needs to take a broader view for a number of reasons.
First, in today’s service landscape, customers en-
counter increasingly complex service situations, some
of which result in service failures (Parasuraman 2006,
Van Vaerenbergh et al. 2014). It follows that service
firms must be capable of understanding and dealing
with more complex situations and customer-specific
challenges. Second, the rapid growth of mobile tech-
nologies, digitalization, and social media means that
service ecosystems have expanded beyond the firm
to include multiple actors, enabling the customer to
become directly involved in the recovery process.
Extending the Conceptualization of
Service Recovery
Various theories, concepts, and frameworks have
been used to explore service recovery situations.
Despite their different theoretical underpinnings, a
number of specific orientations recur. This study
builds on Roggeveen et al. (2012, p. 772), whose
dyadic conceptualization of value cocreation during
service recovery emphasized the customer’s “joint
collaboration with the service provider.” While ac-
knowledging the customer as a cocreator of value,
Vargo and Lusch (2016, p. 8) recently updated and
extended S-D logic, which is embedded in the service
ecosystem, arguing that “value is cocreated by mul-
tiple actors, always including the beneficiary.” The
ecosystem view emphasizes the collaboration among
multiple actors when integrating and deploying re-
sources to cocreate value for themselves and others.
The actors assess value within the specific social and
business context in relation to intended outcomes
(Vargo and Lusch 2016). This value is understood as
actor defined (i.e., it differs for the firm and the
customer), contextual (because the same situation
might be assessed differently over time by the same
actor), and experiential (in that customers respond
differently to situations such as service recovery,
depending, e.g., on what is important to them and on
their previous experiences).
The multiactor orientation is rooted in the service
ecosystem perspective advanced in relation to S-D
logic (Vargo and Lusch 2011), which emphasizes the
need for collaboration (in terms of efforts and re-
sources) among all engaged actors in pursuit of a
favorable customer experience. Because the concept
of collaboration is frequently referred to but rarely
defined in service research, this review looked at
studies that have addressed the issue. Theories of
collaboration generally insist that the concept must
encompass who is doing what, what it means, and to
what end (Wood and Gray 1991). Extending Gray’s
(1989, p. 5) definition of collaboration as “a process
through which parties who see different aspects of a
problem can constructively explore their differences
and search for solution that go beyond their own
limited visions of what is possible,” Wood and Gray
(1991, p. 146) defined collaboration as “a group of
autonomous stakeholders of a problem domain en-
gage in an interactive process, using shared rules,
norms and structures, to act or decide on issues re-
lated to that domain.”
For present purposes, collaborative recovery is un-
derstood as a process inwhichmultiple actors (including
the customer) interact and integrate resources through
organized activities to recover a failed situation and so
achieve a favorable recovery experience. As part of the
collaboration, actors integrate resources that include
their activities and interactions in deploying skills,
time, money, and effort (Xu et al. 2014a). AsMele et al.
(2010) pointed out, resources have no inherent value
but create value when used in a specific context.
In all interactions, experiences emerge. Lemon
and Verhoef (2016, p. 71) defined customer experi-
ence as the “customer’s cognitive, emotional, behav-
ioral, sensorial, and social responses to a firm’s offer-
ings during the customer’s entire purchase journey.”
Moreover, social interactions influence experiences
among peer customers (Lemon and Verhoef 2016), and
this is an essential embedded element of the multi-
actor orientation proposed here. Research on mar-
keting and consumer behavior has highlighted the
importance of social environment as a dimension
that shapes customer experience (Verhoef et al. 2009),
especially in terms of the influence of different actors
within a community (Luo 2005,White andDahl 2006).
This experiential lens reveals the dynamics and com-
plexities of how the activities and interactions of mul-
tiple actors determine the processes and outcomes that
constitute the customer recovery experience.
Any conceptualization of service recovery must be
grounded in the customer’s experience. This is shaped
by previous experiences, including any conflicts associ-
ated with the recovery process. When actors collabo-
rate, their activities, attitudes, and behaviors are likely
to have a significant impact on the customer’s cogni-
tive, emotional, and sensory responses and on whether
experiences and outcomes are recalled as favorable or
unfavorable. By giving customers an active role in the
recovery process, they are more likely to experience a
sense of coherence and control. This paper broadens the
scope of the customer’s experience of collaborative
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service recovery to encompass the customer’s cog-
nitive, emotional, and sensory responses to multiple
actors’ resource integration efforts (Figure 1).
The Role of the Service Firm
In considering how the customer and the service firm
interact to cocreate the service recovery encounter,
the multiactor orientation looks beyond the service
firm to a range of associated actors. Thesemay include
one or many employees, suppliers (e.g., of support or
transportation services), and partners providing so-
lutions or services (e.g., financial, mobile technology),
many of whom interact directly or indirectly with one
another and with the customer. Through the lens of
customer experience, service firms can comprehend
how these activities and interactions trigger the cus-
tomer’s cognitive, emotional, and sensory responses
to shaping the customer’s perception of service re-
covery. In addition to their interactions with a firm’s
partners or suppliers, customers’ engagement with
other customers or social media actors can influence
their experience of collaborative recovery and how it
will be remembered.
The Role of the Social Community
A customer’s interactions with multiple actors in his
or her social community can shape the experience of
collaborative recovery. These communities may in-
clude the customer’s friends, family, and other offline
community members that the customer has a close
relationship with and trust. Additionally, digitali-
zation and increased mobility mean that the custo-
mer’s service ecosystem may encompass social me-
dia and brand communities within which the customer
uses, creates, and shares information. These communi-
ties play an essential role in integrating resources that
influence or enable the customer’s experience of ser-
vice recovery.
From the experiential perspective, prior service
encounters influence the customer’s current percep-
tions, both favorable and unfavorable. Remembered
interactions (especially recoveries) shape customer
Figure 1. Conceptual Framework of the Customer’s Experience of Collaborative Recovery
Notes. t+n specifies that the process is continuous. As a consequence, the customer might experience collaborative recoveries in the future.
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expectations and influence how the customer expe-
riences his or her next service recovery encounter.
Amultiactor orientation rooted in S -D logic also takes
account of the social community, which is beyond the
control of service firms, suppliers, and partners, as
resource providers in the cocreation of a favorable
customer recovery outcome. In these linked service en-
counters, resource integration includes the knowledge
and skills needed when replacing a nonfunctional prod-
uct or securing financial compensation. In these mul-
tiactor situations, the customer’s sense of control and
comprehension of the process is paramount.
From a practical point of view, incorporating the
community dimension when conceptualizing the re-
covery experience is important for two main reasons.
First, this acknowledges the inherent heterogeneity of
a firm’s customers. It is well established that cus-
tomers now share and compare their experiences with
others (De Bellis et al. 2015); these experiences are
unique to each customer and include recollections
of previous service failures. A multiactor experiential
orientation offers a new way for service firms to assess
their customers’ underlying needs and expectations,
including their expected level of involvement. Sec-
ond, this orientation enables service firms to look be-
yond the traditional dyadic approach when resolving
the customer’s problem and maintaining or devel-
oping the relationship. The next section discusses this
approach in relation to the three phases of service
failure, recovery, and evaluation.
The Service Failure
Service failures can be highly emotional events, and
customers often share their negative emotions with
their social communities as well as with friends and
family. Social communities serve as an emotional
sounding board, bringing sympathy, empathy, and
competence to the evaluation of service failure. This
may involve face-to-face dialog and interaction or
socialmedia channels and brand communities such as
discussion boards or user-generated reviews. There is
now a plethora of user-generated content, often re-
lated to customers’ accounts of failures involving a
specific service or firm.
By confirming or validating the customer’s expe-
rience, user-generated content can be a source of in-
spiration and influence and, in some cases, a platform
for customers to voice their complaints. Consider the
case of Jim, a new PhD student, who brings his laptop
to campus tech support for a software update. Un-
fortunately, tech support accidentally deletes all
of Jim’s data. Tech support apologizes for the accident
but takes no further action. When speaking with his
supervisors, Jim explains that it is not a major issue,
because he uses cloud-based services. Nevertheless,
his supervisors express their dissatisfaction with tech
support. Later that day, Jim is surfing the web and
interacts online with a person who lost a draft of an
academic paper after her laptop crashed following an
update. Because Jim can relate to this situation, he
reconsiders his own service failure experience, which
he now perceives as significantly more severe.
This ecosystem perspective on customers’ experi-
ences of service failure is crucial because it offers a
more nuanced view. As the example shows, the per-
ceived severity of a service failure is not just about
the practical hassle but also influenced by perceptions
within the customer’s service ecosystem.
The Recovery Encounter
While connected to a workstation, Jim’s keyboard
stops working. As he always does when confronted
with tech issues, he asks campus technical support to
fix it. Three alternative scenarios help to illustrate
customer experiences of the collaborative recovery
encounter.
Scenario 1. Campus technical support asks Jim to
bring in his laptop so that they can install an update.
Jim walks back to his office to retrieve his laptop,
brings it to technical support, and meets with a front-
line employee. He in turn requests the assistance of a
colleague who is an expert on software updates, and
the problem is solved. This shows how, even in less
complex situations, multiple actors with complemen-
tary resources contribute in different ways to the re-
covery process by sharing insights and integrating re-
sources (e.g., knowledge of similar problems, use of
diagnostic equipment) and engage in an ongoing di-
alogue with the customer to rectify the service failure.
Scenario 2. Jim returns to his office and plugs his
laptop into the workstation. The laptop is still not
working. The tech support team decides to call the
manufacturer, and there is a wait time of more than 2
hours. After the tech support speaks with three of the
manufacturer’s employees, the manufacturer sends a
USB stick that will hopefully solve the problem when
it reaches tech support in two or three working days.
In more complex situations such as this, the rele-
vance of the multiactor orientation becomes more
apparent, because the engaged actors now include
the service firm, employees, suppliers (in this case, a
manufacturer), a transportation service partner, and
a financial transaction partner. Complex services re-
coveries that require a second or even a third recov-
ery iteration commonly engage multiple actors in the
customer’s and service firm’s ecosystem. To ensure
collaborative recovery, these actors and their activities
and interactions must be coordinated, and a predefined
approach is unlikely to be successful because each re-
covery situation is to some extent unique, at least from
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the customer’s perspective. For this reason, a situation-
specific, flexible, and dynamic approach is needed,
which often involves empowering the customer.
The customer’s experience of the recovery process
may vary over time depending on what is done, how
different collaborating actors in the service ecosystem
behave, and what cognitive and emotional reactions
are invoked. More complex recoveries often require
niche or specialized competencies that a single service
firm rarely possesses. In particular, it is crucial to
acknowledge the flexibility and dynamics of service
recovery encounters in light of customers’ increasing
mobility.
Scenario 3. Jim cannot wait for two or three days;
he finds this unacceptable and returns home. In
searching for alternatives, online advice is a natural
choice, but he finds nothing that helps him solve the
problem. Jim visits a global online community web-
site for assistance. He explains his problem in detail
and asks what he should do. Within 15 minutes, four
people respond that they have experienced similar
issues. They share their expertise and offer practi-
cal suggestions and advice. One person shares the
published post with a colleague, who posts a relevant
link to an obscure website where a new update can
be downloaded. Jim’s brother, who is a programmer,
assures him that this is safe; he downloads the update,
and the keyboard is restored to working order.
This scenario illustrates how recovery may include
several actors beyond the control of the service firm
and how the customer can be empowered by others
to take control. It also shows how the customer can
coordinate collaboration by integrating resources
frommultiple actors and online communities. Service
recovery studies have tended to overlook how cus-
tomers are empowered by this connectivity within
large communities that commonly include service
firms. By sharing experiences through brand com-
munities and social media channels, customers can
help others resolve service failures using a do-it-
yourself approach, bypassing service firms and in-
tegrating resources to collaborate with other actors.
The Recovery Evaluation
Customers are aware that service firms need and
expect them to integrate resources to resolve problems
caused by service failures. By investing their time,
effort, and other resources in this way, the customer
can collaborate with the service firm to identify a
mutually beneficial solution. The customer’s invest-
ment of time and effort highlights an important but
often overlooked fact: as part of the corecovery en-
counter, customers need to evaluate their own in-
teractions and how they experience their own actions
during the service recovery process.
When using a multiactor orientation, it is necessary
to acknowledge that service recoveries rarely involve
single interactions but are more likely to include
several interactions with multiple, collaborating ac-
tors, often at different points in time and possibly in
different locations. These complex service recovery
encounters are not uncommon.Whereas somemay be
short and clear-cut, others are long and complex and
may include triple deviations.
In complex recoveries, customers collaborate with
multiple actors and integrate a wide range of re-
sources in situations that to some extent require
unique or distinct approaches, and this must be
accounted for in future research. Beyond the service
firm’s efforts, customer evaluation of a recovery ex-
perience is also based on how the customer perceives
his or her own and multiple other actors’ efforts. In
Scenario 3, Jim’s own collaboration with the online
community and his brother enabled him to resolve the
problem.
Previous frameworks have tended to portray ser-
vice recovery encounters as controlled exclusively by
service firms. This study extends that conceptuali-
zation to includemultiple actorswho provide options
that previous research has typically overlooked. This
extended conceptualization helps to explain why
customer recoveries may be more or less successful
even where the service firm invests the same effort.
From our three scenarios, we present a detailed sum-
mary of the recovery activities that influence the cus-
tomer’s experience of collaborative recovery (Figure 2).
Figure 2. Summary of Activities in the Scenarios That Influence the Customer’s Experience of Collaborative Recovery
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Managerial Implications
This multiactor conceptualization of the customer’s
experience of collaborative recovery provides some
tentative guidelines for managers. First, service firms
must understand that customers are empowered by
options that the service firm is not aware of and
cannot control, notably by collaborating with other
actors in their community. Firms must therefore find
new ways of addressing service failures from the
customer’s perspective. A further important impli-
cation is that firms need to identify the actors in a
service’s ecosystem in order to clarify what they can
control. In every case, service firms should seek to
resolve service failures as quickly and as smoothly as
possible; if the customer perceives that the firm is not
involved in the recovery process, the recovery will be
credited to other actors, and the customer is likely to
select an alternative service firm in future. Finally,
because customers’ recovery experiences extend be-
yond the interactions during a service failure, firms
must consider how the entire process and the out-
come, including prior experiences, shape the indi-
vidual customer’s experience.
Limitations and Further Research
On the basis of this framework, future research should
seek to clarify how customers experience collabora-
tion with multiple actors in resolving service issues.
However, as is the case for all conceptual studies, more
empirical evidence is needed, and three areas in par-
ticular invite further research. First, it would be use-
ful to explore differences in customers’ experiences of
service recovery depending on the engaged actors who
contribute to the process. Formore complex recoveries
that require the efforts of multiple actors, it seems im-
portant to determine whether there is any optimal
collaboration that can handle a wide range of pro-
cesses. Situations that are unfamiliar to the customer
are often very engaging, because they require the cus-
tomer to reflect on the consequences and take longer,
requiring several interactions for resource integration
(e.g., complex healthcare, buying a house or apartment)
compared with low-involvement services (e.g., general
retail, public transportation).
Second, further research should examine how dif-
ferent actors influence customers’ perceptions of the
severity and outcome of service recovery. In particular, it
would be interesting to explore the moderating role of
trust, which has previously been used to explain how
the customer feels about the service firm (Kau and
Wan-Yiun Loh 2006, DeWitt et al. 2008) and to explore
how trust in different actors influences the customer’s
experience of service failures and recovery outcomes.
Third, this study employed a midrange theory (cus-
tomer experience) and a grand theory (S-D logic) to
pursue an extended understanding of service recovery.
However, other cross-disciplinary theories might
prove useful for a more in-depth understanding of
how multiple actors cocreate service recovery encoun-
ters. Earlier research has referred to the customer par-
ticipation literature (Dong and Sivakumar 2017) to
understand the behavioral consequences of multi-
actor interactions. The psychology-based customer
involvement literature (e.g., Zaichkowsky 1985) has
already been applied to service recovery (Cheung and
To 2016), and these theories may prove useful in deep-
ening understanding of the customer’s experience of
collaborative recovery.
Finally, despite the increased focus on customer
efforts during service recovery encounters, empirical
studies have yet to acknowledge or explore those
efforts. To the authors’ knowledge, no study has yet
considered customers’ evaluations of their own ef-
forts during cocreated service recovery encounters in
terms of their contribution to process, interaction, and
involvement. This is especially problematic because
customers often identify time and effort as key rea-
sons for voicing complaints (Voorhees et al. 2006).
It also seems important to explore which actors
serve as resource integrators during service recov-
ery encounters. It would be particularly interesting
to identify the drivers for actors to engage in help-
ing other customers to resolve issues and the benefits
of integrating resources despite one’s own lack of re-
sponsibility for the issue. The reasons underlying de-
cisions to self-recover also should be examined to de-
termine whether self-recovery increases satisfaction.
Conclusion
This conceptual study contributes to the service re-
covery literature in two ways. First, the literature
review identified three orientations: firm-centric,
customer-centric, and dyadic. Drawing on S-D logic
(Vargo and Lusch 2011, 2016), the study proposes a
deeper multiactor orientation. Second, this paper
extends existing understanding of service recovery
encounters by employing an experiential perspective
rooted in emerging marketing discourse on customer
experience (Lemon and Verhoef 2016). This approach
looks beyond the customer’s immediate experience of
the recovery encounter to prior experiences that in-
fluence how the customer experiences and recalls that
encounter.
The conceptualization of customer experience in-
troduced here highlights the interactive nature of
service recovery, in which multiple actors typically
collaborate to resolve an experienced service fail-
ure. Even in simple recoveries involving a single
encounter with the service firm, customers com-
monly interact with different employees, suppliers,
and partners, who must themselves collaborate and
contribute necessary resources. This collaboration
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shapes the customer’s experience of service recovery
by influencing his or her cognitive, emotional, and
sensory responses. Because service failures are of-
ten emotional and may not always be resolved by
one encounter, customers tend to look to their social
community for emotional support and guidance, in-
cluding friends, family, and online communities. As a
result, customers can collaborate with the service firm
while simultaneously working with their own social
community to integrate the resources ofmultiple actors,
enabling them to contribute directly to the cocreation of
the recovery experience.
References
Aarikka-Stenroos L, Jaakkola E (2012) Value co-creation in knowl-
edge intensive business services: A dyadic perspective on the
joint problem solving process. Indust. Marketing Management
41(1):15–26.
Adams JS (1963) Toward an understanding of inequity. J. Abnormal
Soc. Psych. 67(5):422–436.
Adams JS (1965) Inequity in social exchange. Berkowitz L, ed. Ad-
vances in Experimental Social Psychology, vol. 2 (Academic Press,
New York), 267–299.
Balaji MS, Jha S, Sengupta AS, Krishnan BC (2018) Are cynical
customers satisfied differently? Role of negative inferred motive
and customer participation in service recovery. J. Bus. Res.
86(May):109–118.
Bell CR, Zemke RE (1987) Service breakdown: The road to recovery.
Management Rev. 76(10):32.
Bitner M, Booms B, Tetreault M (1990) The service encounter: Di-
agnosing favorable and unfavorable incidents. J. Marketing
54(1):71–84.
Boshoff C (1997) An experimental study of service recovery options.
Internat. J. Service Indust. Management 8(2):110–130.
Boshoff C (1999) RECOVSAT: An instrument to measure satisfaction
with transaction-specific service recovery. J. Service Res. 1(3):
236–249.
Cheung FYM, To WM (2016) A customer-dominant logic on service
recovery and customer satisfaction. Management Decision 54(10):
2524–2543.
Dabholkar PA (1990) How to improve perceived service quality by
increasing customer participation. Dunlap BJ, ed. Proc. 1990
Acad. Marketing Sci. Annual Conf., Developments in Marketing
Science, vol. 13 (Academy ofMarketing Science, Cullowhee, NC),
483–487.
De Bellis E, Hildebrand C, Ito K, Herrmann A (2015) Cross-national
differences in uncertainty avoidance predict the effectiveness of
mass customization across East Asia: A large-scale field in-
vestigation. Marketing Lett. 26(3):309–320.
del Rı´o-Lanza AB, Va´zquez-Casielles R, Dı´az-Martı´n AM (2009)
Satisfaction with service recovery: Perceived justice and emo-
tional responses. J. Bus. Res. 62(8):775–781.
DeWitt T, Nguyen DT, Marshall R (2008) Exploring customer loyalty
following service recovery: The mediating effects of trust and
emotions. J. Service Res. 10(3):269–281.
Dong B, Sivakumar K (2017) Customer participation in services:
Domain, scope, and boundaries. J. Acad. Marketing Sci. 45(6):
944–965.
Dong B, Evans KR, Zou S (2008) The effects of customer participation
in co-created service recovery. J. Acad. Marketing Sci. 36(1):
123–137.
Dong B, Sivakumar K, Evans KR, Zou S (2016) Recovering copro-
duced service failures: Antecedents, consequences, and mod-
erators of locus of recovery. J. Service Res. 19(3):291–306.
Edvardsson B, Tronvoll B, Ho¨ykinpuro R (2011) Complex service
recovery processes: How to avoid triple deviation. Managing
Service Quality 21(4):331–349.
Folkman S, Lazarus RS, Dunkel-Schetter C, DeLongis A, Gruen RJ
(1986) Dynamics of a stressful encounter: Cognitive appraisal,
coping, and encounter outcomes. J. Personality Soc. Psych. 50(5):
992–1003.
Gelbrich K, Roschk H (2011) A meta-analysis of organizational
complaint handling and customer responses. J. Service Res. 14(1):
24–43.
Gohary A, Hamzelu B, Alizadeh H (2016a) Please explain why it
happened! How perceived justice and customer involvement
affect post co-recovery evaluations: A study of Iranian online
shoppers. J. Retailing Consumer Service 31(July):127–142.
Gohary A, Hamzelu B, Pourazizi L, Hanzaee KH (2016b) Under-
standing effects of co-creation on cognitive, affective and behav-
ioral evaluations in service recovery: An ethnocultural analysis.
J. Retailing Consumer Service 31(July):182–198.
Gray B (1989) Collaborating: Finding Common Ground for Multiparty
Problems (Jossey-Bass, San Francisco).
Gro¨nroos C (1988) Service quality: The six criteria of good perceived
service. Rev. Bus. 9(3):10–13.
Gruber T (2011) I want to believe they really care: How complaining
customers want to be treated by frontline employees. J. Service
Management 22(1):85–110.
Hart CW, Heskett JL, Sasser WE Jr (1990) The profitable art of service
recovery. Harvard Bus. Rev. 68(4):148–156.
Hazée S, van Vaerenbergh Y, Armirotto V (2017) Co-creating service
recovery after service failure: The role of brand equity. J. Bus. Res.
74(May):101–109.
Heidenreich S, Wittkowski K, Handrich M, Falk T (2015) The dark
side of customer co-creation: Exploring the consequences of
failed co-created services. J. Acad. Marketing Sci. 43(3):279–296.
Hess RL Jr, Ganesan S, Klein NM (2003) Service failure and recovery:
The impact of relationship factors on customer satisfaction.
J. Acad. Marketing Sci. 31(2):127–145.
Johnston R, Michel S (2008) Three outcomes of service recovery:
Customer recovery, process recovery and employee recovery.
Internat. J. Oper. Production Management 28(1):79–99.
Karande K, Magnini VP, Tam L (2007) Recovery voice and satis-
faction after service failure: An experimental investigation of
mediating and moderating factors. J. Service Res. 10(2):187–203.
Kau AK, Wan-Yiun Loh E (2006) The effects of service recovery on
consumer satisfaction: A comparison between complainants and
non-complainants. J. Service Marketing 20(2):101–111.
Kelley SW, Davis MA (1994) Antecedents to customer expectations
for service recovery. J. Acad. Marketing Sci. 22(1):52–61.
Kumar-Madupalli R, Poddar A (2014) Problematic customers and
customer service employee retaliation. J. ServicesMarketing 28(3):
244–255.
Lemon KN, Verhoef PC (2016) Understanding customer experience
throughout the customer journey. J. Marketing 80(6):69–96.
Luo X (2005) How does shopping with others influence impulsive
purchasing? J. Consumer Psych. 15(4):288–294.
Maxham JG III (2001) Service recovery’s influence on consumer
satisfaction, positive word-of-mouth, and purchase intentions.
J. Bus. Res. 54(1):11–24.
Maxham JG III, Netemeyer RG (2002) Modeling customer percep-
tions of complaint handling over time: The effects of perceived
justice on satisfaction and intent. J. Retailing 78(4):239–252.
McColl-Kennedy JR, Sparks BA (2003) Application of fairness theory
to service failures and service recovery. J. Service Res. 5(3):
251–266.
Mele C, Russo Spena T, Colurcio M (2010) Co-creating value in-
novation through resource integration. Internat. J. Quality Service
Sci. 2(1):60–78.
Arsenovic, Edvardsson, and Tronvoll: Customer Experience of Collaborative Recovery
Service Science, 2019, vol. 11, no. 3, pp. 201–212, © 2019 The Author(s) 211
Michel S, Bowen D, Johnston R (2009) Why service recovery fails:
Tensions among customer, employee, and process perspectives.
J. Service Management 20(3):253–273.
Oliver RL (1977) Effect of expectation and disconfirmation on
postexposure product evaluations: An alternative interpretation.
J. Appl. Psych. 62(4):480–486.
Olshavsky RW, Miller JA (1972) Consumer expectations, product per-
formance, andperceivedproduct quality. J.MarketingRes. 9(1):19–21.
Parasuraman A (2006) Modeling opportunities in service recovery and
customer-managed interactions. Marketing Sci. 25(6):590–593.
Park J, Ha S (2016) Co-creation of service recovery: Utilitarian and
hedonic value and post- recovery responses. J. Retailing Consumer
Service 28(January):310–316.
Roggeveen AL, Tsiros M, Grewal D (2012) Understanding the co-
creation effect: When does collaborating with customers provide
a lift to service recovery? J. Acad. Marketing Sci. 40(6):771–790.
Sampson SE, SpringM (2012) Customer roles in service supply chains
and opportunities for innovation. J. Supply Chain Management
48(4):30–50.
Sivakumar K, Li M, Dong B (2014) Service quality: The impact of
frequency, timing, proximity, and sequence of failures and de-
lights. J. Marketing 78(1):41–58.
Smith AK, Bolton RN (1998) An experimental investigation of cus-
tomer reactions to service failure and recovery encounters:
Paradox or peril? J. Service Res. 1(1):65–81.
Spreng RA, Harrell GD, Mackoy RD (1995) Service recovery: Impact
on satisfaction and intentions. J. Service Marketing 9(1):15–23.
Stephens N, Gwinner KP (1998) Why don’t some people complain?
A cognitive-emotive process model of consumer complaint be-
havior. J. Acad. Marketing Sci. 26(3):172–189.
Sugathan P, Ranjan KR, MulkyAG (2017) Atypical shifts post-failure:
Influence of co- creation on attribution and future motivation to
co-create. J. Interactive Marketing 38(May):64–81.
Tax SS, Brown SW, ChandrashekaranM (1998) Customer evaluations
of service complaint experiences: Implications for relationship
marketing. J. Marketing 62(2):60–76.
Van Vaerenbergh Y, Orsingher C (2016) Service recovery: An in-
tegrative framework and research agenda. Acad. Management
Perspect. 30(3):328–346.
Van Vaerenbergh Y, Orsingher C, Vermeir I, Larivie`re B (2014) A
meta-analysis of relationships linking service failure attributions
to customer outcomes. J. Service Res. 17(4):381–398.
Vargo SL, Lusch RF (2004) Evolving to a new dominant logic for
marketing. J. Marketing 68(1):1–17.
Vargo SL, Lusch RF (2008) Service-dominant logic: Continuing the
evolution. J. Acad. Marketing Sci. 36(1):1–10.
Vargo SL, Lusch RF (2011) It’s all B2B. . .and beyond: Toward a
systems perspective of the market. Indust. MarketingManagement
40(2):181–187.
Vargo SL, Lusch RF (2016) Institutions and axioms: An extension and
update of service- dominant logic. J. Acad. Marketing Sci. 44(1):
5–23.
Va´zquez-Casielles R, Iglesias V, Varela-Neira C (2017) Co-creation
and service recovery process communication: Effects on satis-
faction, repurchase intentions, and word of mouth. Service Bus.
11(2):321–343.
Verhoef PC, Lemon KN, Parasuraman A, Roggeveen A, Tsiros M,
Schlesinger LA (2009) Customer experience creation: Determi-
nants, dynamics and management strategies. J. Retailing 85(1):
31–41.
Voorhees CM, Brady MK, Horowitz DM (2006) A voice from the
silent masses: An exploratory and comparative analysis of
noncomplainers. J. Acad. Marketing Sci. 34(4):514–527.
Voorhees CM, Fombelle PW, Allen AM, Bone SA, Aach J (2014)
Managing post-purchase moments of truth: Leveraging cus-
tomer feedback to increase loyalty. MSI Report 14–115, Mar-
keting Science Institute, Cambridge, MA.
Voorhees CM, Fombelle PW, Gregoire Y, Bone S, Gustafsson A,
Sousa, R, Walkowiak T (2017) Service encounters, experiences
and the customer journey: Defining the field and a call to expand
our lens. J. Bus. Res. 79(October):269–280.
Wallin Andreassen T (2000) Antecedents to satisfaction with service
recovery. Eur. J. Marketing 34(1/2):156–175.
White K, Dahl DW (2006) To be or not be? The influence of disso-
ciative reference groups on consumer preferences. J. Consumer
Psych. 16(4):404–414.
Wood DJ, Gray B (1991) Toward a comprehensive theory of col-
laboration. J. Appl. Behav. Sci. 27(2):139–162.
Xu Y, Tronvoll B, Edvardsson B (2014a) Recovering service fail-
ure through resource integration. Service Indust. J. 34(16):
1253–1271.
Xu Y, Marshall R, Edvardsson B, Tronvoll B (2014b) Show you care:
Initiating co-creation in service recovery. J. Service Management
25(3):369–387.
Zaichkowsky JL (1985) Measuring the involvement construct. J. Con-
sumer Res. 12(3):341–352.
Zhang T, Lu C, Torres E, Chen PJ (2018) Engaging customers in value
co-creation or co- destruction online. J. Service Marketing 32(1):
57–69.
Zhu Z, Nakata C, Sivakumar K, Grewal D (2013) Fix it or leave it?
Customer recovery from self-service technology failures. J. Re-
tailing 89(1):15–29.
Arsenovic, Edvardsson, and Tronvoll: Customer Experience of Collaborative Recovery
212 Service Science, 2019, vol. 11, no. 3, pp. 201–212, © 2019 The Author(s)
